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Per our conversation, please proceed with revision on “Price Cut" creative. 
!t is a good announcement creative, however, we need to communicate the 
new pricing strategy to consumers: The new price Is an Every Day Low 
Price without any coupons. The consumers will no longer have to look for 
couponed product but the regular price reflects the net price cut of 
Cambridge which makes the brand affordable ail the time. 

Objective 

• Create awareness of the brand's new low price. 
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• Communicate Every Day Low Price without any coupons. 



Cojajiroer_Ben.elit 


Cambridge gives you extra value with its good product quality, periodic 
promotional offers and sensible price. Now you don't have to look for any 
coupons but you can get Cambridge at new low price every day. 

Ba&iSflQjMa 

• New Low Price 

• Continuity-driven promotional offers 

• Quality Tobacco 


AfialaomanJ: 

Develop a creative for announcement of Cambridge price reduction which 
would include the new pricing strategy of Every Day Low Price without any 
coupons. 


Elements 

Develop creative for the following elements: 

• Continuous POS 

— Header (AV & BV) 

— Poster 
— Shelf Talkers 

• Stickers/Carton stuffers 

• Carton End Flap communication 

• FSI/Supplamants 

• Direct Mail 


Source: https://www.industrydocuments.ucsf.edu/docs/mljm0004 
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TKt: Af&ttu 

- ft i b bla , faB Bli&gyem should work with the Rewards* layout^nd adjust the 
positioning of silhouette and theme line based on the established 
communication priorities. 

The communication priorities for the price cut creative is as follows: 
Tempata.ryigQS 

1. Branding . - 

i dS 

2. Stamp/EDLP/Rewards -* C^^rv^r- 

5tickfirsZgarlPD-S.Ui!fa£S ^ 

1. Stamp prvru-*^ 

2. EDLP/Rewards 
CaAoiLEnd Flap Communication 

1. EDLP 


FS !/$vpg fem a n .ts 
1. Branding 


2. Ofler Vrf^ 

3. Stamp/EDLP/Rewards 
Direct Mait/Prlni 
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1. Branding 

2. Stamp/EDIP/Reward - e3^^rS 

Debbie, let's try to get at least one POS creative ready by Wednesday next 
week for the next management review of the creative. 

If you have questions, please call. 

/ar 


cc: K Berman 

L. Boggs 

M. Mahan 
R. Mikulay 


Source: https://www.industrydocuments.ucsf.edu/docs/mljm0004 
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